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You're focused on growing your business. So are we.

Chase Merchant Services

* Accept debit and credit card payments at the front desk, online or around the property.

* Chase payment processing accounts for AAHOA members have no annual fee, no monthly service fee or
minimum fee, no account setup fee, no terminal reprogram fee, no chargeback fee, no batch settlement fee,
no online statement fee and no charge for supplies.”

* Next business day funding when you deposit into a Chase business checking account.?
* Seamless integration into your property management system or the latest in payment terminals.

* Live customer service and technical support 24/7/365.

Contact us at 1-800-727-1872 or lodging team@chase.com for
a complimentary account review to see if Chase can improve your bottom line.?

CHASE O On
fUrBUSINESS® -A\I\I|O,‘

CLUB BLUE MEMBER

Businesses are required to complete an aP lication and agree to terms and conditions at the time of enrollment. All businesses are subject to credit approval. Merchant services are provided by
Paymentech, LLC (“Chase”), a subsidiary o fPMorgan Chase Bank, N.A.

"Talk to a Chase Representative for more details and ask to review the Schedule A Pricing Sheet.

2 Next business d%y funding is available to eligible Chase Merchant Services customers who deposit into a single Chase business check\'n? account. Visa®, MasterCard®, Discover®, and American
Express® OptBlue® credit and debit transactions are eligible. All businesses are subject to business credit %)roval and all funds are subjectto fraud monitoring. In addition, funding is subject to the
terms and conditions of the merchant processing agreement. Chase must receive settled transactions by 10:00 pm EST (some businesses may qualify for an 11:59 pm EST settlement; talk to a Chase
representative for more details). Funds are depasited on the next business da(}/, excluding weekends and bank holidays. Some exclusions may apply. The listed payment brand(s) are not sponsors of
this program. Al marks are marks of their respective companies. Deposit products provided by JPMorgan Chase Bank, N.A. Member FDIC.

3 Cost comparison will be based on a calculation of the overall cost for comparable services, as determined by the processing statements you provide, and will exclude all one-time fees. Cost
comparison results are estimates only and do not guarantee savings. In addition, inaccuracies in the comparison may occur due to pricing variances and complexities in the statements provided.

©2020 JPMorgan Chase & Co.
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INSTALLATION TO =
KEEP YOU MOVING. L

FROM TURNS TO RENOVATIONS ‘J‘.’;\"’ =
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Through our relationship with Lowe’s, we are proud to offer
through independent contractors with end-to-end project management, a dedicated support

team and consolidated invoicing.

LOWE'’S INSTALLATION
PROGRAM CATEGORIES!

General Plumbing
(Faucets, Sinks, Toilets, Disposers)

Electrical
(Lights, Fans, Switches, Outlets)

HVAC/Thermostats
Cabinets/Vanities

Flooring

Doors

Interior Blinds and Shades
Appliances

Water Heaters

*Install services offered through Lowe’s Home Centers LLC (“LHC"). License numbers and certifications held by or on be-
half of LHC: AK #39289; AR #0037290516; AZ #ROC291645, #R0C302577; CA #991832, Bond #106055877; CT #HIC0639387,
#MC0.0903044; DE #1993102010; FL #CCC1326824, #CGC1508417, #CRC1327732 #FR06140; GA #GCLTQA00042, #GCLT-
CO000421; HI #C-33489; IL #104016796; IA #C110383; ID #RCE-38637; LA-#LMP2481, CBC#16533, #554408; MA #148688,
#35194; MD #107639; MI #2102144445; MN #BC692087, Bond #MB682496; NY-New York City #HIC2013543, #HIC2013631,
#HIC2013535, #HIC2013629, #HIC2026359, #HIC2026792, #HIS1351065; NV-#0079079; OK #48191, #80000341, #002337;
OR#202237; RI#20575; TN #64743,#3070; TX#TACLB24674E, #EC-29349; WA #LOWESHC863DH; WV #WV014656. See Lawz
es.com/licensing for current & additional license numbers.

fLowe’s Installation service offerings vary by state. Ask your local representative about programs available in your area.

© 2020 Lowe's. LOWE'S and Gable Mansard Design are registered trademarks of LF, LLC. All rights reserved. 10698-1106-03

TRUSTED
PROFESSIONALS

Professional independent installers
Licensed (where applicable)
Background checked

Installation services guaranteed by
Lowe’s labor warranty

Learn more at

supplyHQ.com/install

o/ ® MAINTENANCE
SUPPLY
HEADQUARTERS
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You take care of your community.
We help take care of you.

UnitedHealthcare offers exclusive members-only pricing and benefits, including:
* Medical coverage
* Dental and vision insurance

* Disability, life and critical iliness insurance

Contact your broker today or email hospitalityhealth@uhg.com
for more information.

'J I United
Benefits and programs may not be available in all states or for all group sizes. Components subject to change.

These plans have exclusions and limitations. Contact your UnitedHealthcare broker or the company for more details.

Insurance coverage provided by or through UnitedHealthcare Insurance Company, UnitedHealthcare Insurance Company of lllinois or their affiliates. Administrative services provided by
United HealthCare Services, Inc. or their affiliates.

EI20266454.0 08/20 ©2020 United HealthCare Services, Inc.
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LETTER FROM THE CHAIRMAN

BIRAN PATEL
AAHOA CHAIRMAN (2021-2021)

@ 3.5-MINUTE READING TIME

Hospitality, health,
and the road ahead

Moving forward,
itis clear that
the next step in
industry safety
will be the
vaccination of
hospitality staff,
both for the
benefit of their
health and

the guests

we service.”

AHOA HAS CONTINUED TO UPHOLD OUR MEMBER-CENTRIC MISSION SO CRITICAL

to the hotelier and the hospitality industry with steadfast resolve and innovation. We

are proud to have pushed through the most challenging year on record. Yet for travel

to fully return, our communities must first overcome the imminent threat this pan-

demic still poses. The recovery of our industry and the health of the nation go hand in hand. |

look to the national development and distribution of vaccines as a glimmer of light at the end

of a long, trying period of darkness and difficulties. As the frontline medical workers and at-

risk citizens receive the first wave of vaccines, we can embrace this glimmer of light and renew
our hopes for the future.

Less than one year ago, our nation’s economy ground to a halt. Many AAHOA Members and
hotel owners stepped up to provide housing to medical workers, the homeless, and others
adversely affected by the pandemic. Through our efforts, hotels have been deemed essential
businesses from the onset, affording our businesses to provide critical services to our communi-
ties while keeping the lights on. AAHOA coordinated with our industry partners at the state and
federal levels to ensure hospitality services remained open and readily available to assist our
communities in any way possible. We implemented new cleaning standards, adopted industry-
best practices, and shifted our operations so that our guests and staff are safe, healthy, and
protected. Moving forward, itis clear that the next step inindustry safety will be the vaccination
of hospitality staff, both for the benefit of their health and the guests we service.

The Biden administration has taken the reins of the Trump administration’s pandemic
response, and we are monitoring the rollout of new pandemic response policies and plans. The
Centers for Disease Control and Prevention (CDC) and administration issue federal guidance on
the vaccine distribution strategy, and governors ultimately manage the in-state logistics and
allocation phases of the vaccines. In the coming phases of the vaccine distribution, AAHOA is
advocating for hospitality workers to be appropriately classified in the vaccine distribution
strategy. We are on the frontlines, but we will not jump the line. AAHOA places confidence in
the CDC and governors to, when appropriate, make the vaccine available to the workers who
keep the hospitality industry running.

This issue of Today’s Hotelier highlights the great expectations levied upon the hospitality
industry in response to the pandemic. There is an excellent piece highlighting the importance
of brand communication and customer service for the hotel guest both before booking and
even after check in. | encourage you to read the feature by Bruce Haase, President and CEO of
Extended Stay America on page 14.

As your AAHOA Chairman, I'll leave you with my own expectations for our association as
we approach the one-year mark of this pandemic. The unifying trials of the pandemic have
brought the AAHOA community together like never before. We are all working to bring our
businesses back to the healthy operations we enjoyed in 2019. As many experts have noted,
this could take years. AAHOA has already begun preparing the hotelier for recovery, and |
look forward to leading our efforts to provide valuable resources and a sense of community
for you, my fellow hoteliers. |
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LETTER FROM THE PRESIDENT & CEO @ -umore reaviwe ime

CECIL P. STATON
AAHOA PRESIDENT & CEO

The prospects ahead
for AAHOA

AA

Going forward,
the civic
engagement

of our AAHOA
Members

will weigh
immensely on
the efficacy of our
advocacy work.”
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N THE EARLY WEEKS OF MOST PRESIDENCIES, THE ADMINISTRATION SETS OUT

to confirm their Cabinet nominees and debut its policy agenda. For President Joe

Biden and Vice President Kamala Harris, inaugurated amid a raging pandemic and

President Trump’s lingering impeachment trial, the circumstances are certainly
unprecedented. The Biden-Harris administration has a unique set of challenges to con-
front in its first 100 days, from rehabilitating political unity to expanding the federal
government’s pandemic response.

AAHOA has long been a proponent of bipartisan, pro-small business policies and political,
unity. As we saw in the eight-month gap between the Coronavirus Aid, Relief, and Economic
Security (CARES) Act and the $900-billion stimulus package passed in late December,
partisan disconnect only exacerbates the pandemic’s mounting toll on our industry. The
prospects of further pandemic relief are promising under President Biden, who has con-
sistently called for another economic stimulus package. Securing additional relief for the
hospitality industry remains a top legislative priority for AAHOA, and we are committed to
working with the Biden administration and the 117th Congress to achieve it.

During the coming months, AAHOA will have many opportunities to build new connec-
tions, and advocate for relief tailored to fit our industry’s needs. However, there are bound
to be policy proposals that run counter to the needs of our members in a Democratic
controlled Congress and White House. President Biden, a reputably moderate Democrat,
will face pressure from the more progressive wing of the Democratic party, which played
a substantial role in securing his election, to roll back certain Trump-era policies. We can
expect to see challenges to some provisions in the Tax Cuts and Jobs Act, among other
laws passed during President Trump’s term. Rest assured that AAHOA is closely monitor-
ing any and all proposals in Washington, D.C., and will continue to advocate on behalf of
America’s hoteliers.

Going forward, the civic engagement of our AAHOA Members will weigh immensely on
the efficacy of our advocacy work. This past year, AAHOA advocates expended time and
energy to meet with their members of Congress, work with the AAHOA team, and power
our grassroots campaigns, sending nearly 70,000 letters to Congress. | am proud of the
work we do as an association, and | look forward to building upon it further. To all AAHOA
Members, wherever you are, the AAHOA staff and community are here to support you, your
families, and your businesses. Our industry has many challenging days, but an imminent
widespread rollout of vaccines and pandemic relief, we can rest assured that travel will
resume and recovery will begin. |
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:Things
To Know

About AAHOA This Month

Join us for a day of golf to ben-
efit charity. AAHOA has a full slate
of charity golf tournamentsplanned =
for 2021, so plan to come outfora e
day of golf and networking, all while
supporting worthwhile causes. Join
us for a safe, masked, socially distanced

L 4

day on the greens and help make a difference.
Register today at AAHOA.com/events/golf;

AAHOA, in partnership with myDig-
italOffice, is launching a new, free data
analytics tool. We know hoteliers need

space is limited.

AAHOA Southeast Texas Inaugural
Charity Golf Tournament

April 6, Wildcat Golf Club

Houston, TX

AAHOA Southwest-Phoenix
Charity Golf Tournament
April 8, Ocotillo Golf Club
Chandler, AZ

AAHOA North Central

Inaugural Charity

Golf Tournament

June 9-10, Deer Creek Golf Course
Clayton, IN

AAHOA North Carolina

Charity Golf Tournament

August 14-15, Rocky River Golf Club
Concord, NC

AAHOA Northwest
Charity Golf

Tournament

August 23, Langdon Farms
Golf Club

Aurora, OR

AAHOA North Pacific
Inaugural

Charity Golf
Tournament

Dates and location

to be announced soon

critical data now. This Market Analytics,
Pace & Performance (MAPP) tool, devel-
oped by myDigital Office, helps users make
strategic, data-backed business decisions
for economic recovery. It’s based on the
crowdsourcing of anonymized hotel data,
so the greater the number of users, the more
robust and useful the data becomes. This
resource provides real-time insight
into revenues, forward-looking
indicators, and market poten-
tial for recovery. Learn more at
AAHOA.com/mapp.

Want to make a difference? Serve on
the Board of Directors. We are look-
ing for motivated memberswho are
eager to assist AAHOA in achieving
its latest goals as set forth
inthe 2021-2023 Strategic
Plan. Answer the call
and volunteer to serve.
Open positions and eligibil-
ity requirements are available at
AAHOA.com/2021candidates.

@ 4-MINUTE READING TIME

Help AAHOA rec-
ognize shining stars.
Each year, AAHOA hon-
ors hoteliers for their
contributions to the hos-
pitality industry. Do you know
a hotelier who you feel has gone
above and beyond in their efforts? If
S0, now is the time to nominate him
or her for one of seven awards to be
bestowed at AAHOACON21 in Dallas,
TX. You do not need to be an AAHOA
Member to submit a nomination. For
eligibility and nomination info, visit
AAHOA.com/Awards.

Not even a pandemic could stop
us. In ayear unlike any other, nothing
could keep us from providing AAHOA
Members with what they needed to
survive the COVID-19 pandemic. Last
year alone, we offered members:

C

Did you know that all
content from AAHOACON20 is
available on AAHOA’s YouTube
channel? Visit AAHOA’s channel to
watch.

C

You had questions about
all things COVID-19. We got you
answers. Find them all at
AAHOA.com/webcasts.

(1~

Watch the on-demand videos for
all past events and also check the
schedule for upcoming events at
AAHOA.com/virtualevents.

c If you were
unable to attend, you still can view
all 22 education sessions at
youtube.com/c/AAHOA/videos.

(1~

You can see all of AAHOA’s past and
current advocacy efforts as well as
join the fight yourself at
AAHOA.com. |
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GOVERNMENT AFFAIRS

The Biden takeove

What the hotel own

can expect

by SEAN GROSSNICKLE

N JAN. 20, 2021, PRESIDENT

Joe Biden and Vice President

Kamala Harris received the

keys to the White House. In
the wake of the tense 2020 election cycle,
the Biden administration must confront
innumerable challenges, ranging from
reconciliation to recovery.

A POLARIZED SYSTEM

The aftermath of the 2020 elections sowed
deep and disruptive polarization in the
American political system. With the sec-
ond COVID-19 relief package signed into
law and the pivotal Georgia Senate runoff
races tilting the balance of power in favor
of the Democratic party, President Biden
could choose the road less traveled in
years past - a bipartisan legislative agenda
geared towards economic recovery, public
health care, and direct stimulus to invigo-
rate the economy.

Now, in 2021, President Biden will
embark upon his presidency with
Democratic control in both chambers of
Congress, albeit with a slim majority. The
pandemic response will remain center
stage for the fledgling administration.
With ambitious policy proposals vulner-
able to filibusters and party-line defec-
tors, the Biden administration will take an
incremental approach when introducing
policies promised on the campaign trail.

NEW ADMINISTRATION,

SAME CHALLENGES.

WHAT’S NEXT?

America’s hoteliers are 11 months into
the most devastating period for the hotel
industry in decades. President Biden has
experience with national crises, having
engaged in the 2008 recession and sub-
sequent recovery. In the Obama adminis-
tration, Biden spearheaded the stimulus

12 | FEBRUARY 2021 | TODAYSHOTELIER.COM

effortsin Congress, relying upon his expe-
rience as an institutionalist lawmaker to
negotiate across the aisle. Under these
parameters, Biden will aim to prioritize
national distribution of vaccines coupled
with measures to bolster public health
and safety. As the vaccine distribution
program is underway, AAHOA is engaging
with federal agencies to ensure that hotel
staff, who have been deemed essential
workers since the onset of the pandemic,
are appropriately categorized into the dis-
tribution plan.

AAHOA’S RESPONSE
The Biden administration will inherit
the $900-billion relief package passed
in December of 2020. A new round of
Paycheck Protection Program (PPP)
funding, debt relief, and tax-deductible
provisions will remain unaltered. AAHOA
President & CEO Cecil P. Staton issued the
following statement on this package:
“For hoteliers, the most significant com-
ponents in this package include a second
round of PPP funding to help keep employ-
ees on payroll during the most difficult
time of year. We also particularly appreci-
atethat congressional leaders understood

@ 3.5-MINUTE READING TIME

the unique challenges faced by hoteliers
and provided an increase in the PPP loan
amounts to our industry. In addition to
addressing payroll challenges, this bill also
includes critical banking relief to enable
hoteliers to defer mortgage payments for
the near term. AAHOA Members and our
partners across lodging, banking, and
small business rallied together to fight
for a year-long extension for troubled
debt restructuring (TDR) classification
and after much debate, our priority was
included in the final bill. The legislation
also includes more funding for Small
Business Administration programs, includ-
ing 504, 7(a) and Economic Disaster Loans
(EIDL). We are grateful for these inclusions
because they are literally the difference
between remaining open and going into
foreclosure for countless hotel owners.”
The Biden administration also has
clarified its intention to implement mask
mandates and social-distancing guidelines
aimed to reduce the spread of COVID-19.
Aiming to vaccinate 100 million more
Americans in 100 days, the new admin-
istration posits a promising step toward
recovery, even as the pandemic rages. &
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COMMON GROUND

ROB CRANDALL/SHUTTERSTOCK.COM

@ 3-MINUTE READING TIME

 116th*€ongress delivers T2
*_; governmént in itsfitfal

Common Ground profiles members

of opposing parties who are

working together to advance issues important to hoteliers.

by SEAN GROSSNICKLE

THE ISSUE

The Coronavirus Aid, Relief, and Economic Security (CARES Act)
passed in late March of 2020, providing federal stimulus to mitigate
the COVID-19 pandemic’s effect on public health and the economy.
The $2.2-trillion CARES Act was the largest stimulus bill in the his-
tory of the United States. For months, members of Congress and
the Trump administration entrenched themselves in partisan nego-
tiations over the scope, scale, and content of a second pandemic
assistance package. Having passed the momentous CARES Act, the
decision-makers in Washington, D.C., were split - was spending
$2.2 trillion too much or not enough?

This division paralyzed Congress for months on end, carrying the
gridlocked negotiations over a second round of pandemic assis-
tance beyond even the 2020 elections. Stimulus packages passed
inthe House were rejected by the Senate, and vice versa. The need
forrelief was there, but Congress failed to find the common ground.
Headinginto December, Democrats advocating for state and local

“The signing of the bipartisan, bicameral coronavirus relief legis-
lation is welcome news for the 14 million Americans who just lost
the lifeline of unemployment benefits on Christmas Weekend, and

for the millions more struggling to stay afloat during this historic
pandemic and economic crisis.”

funding clashed with Republicans who sought to include business
liability protection. America’s hoteliers, like many small business
owners, were subjected to the pitfalls of political infighting further
exacerbated in a competitive election year.

COMMON GROUND

After eight months of fruitless negotiations, Congress coupled a
second COVID-19 relief package with the necessary government
funding bill needed to prevent a government shutdown. Both
chambers of Congress extended their sessions and reached a
compromise on a $900-billion COVID-19 relief package that was
amended into the larger $1.4-trillion omnibus spending package.
Late into the evening on Dec. 21, 2020, the House presented the
resolved and amended COVID-19 Relief and Fiscal 2021 Omnibus
to the Senate, which voted to send the bill to President Trump on
a vote of 92 to 6. President Trump signed the package into law on
Dec. 27, 2020. u

“The bipartisan rescue package that Republicans in Congress
and the Trump Administration negotiated with the Democrats will
extend another major lifeline to workers at struggling small busi-
nesses, renew major relief for laid-off Americans, invest billions
more in vaccine distribution, send cash directly to households, and
more. The compromise bill is not perfect, but it will do an enormous
amount of good for struggling Kentuckians and Americans across
the country who need help now.”
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THE C-SUITE

Guest expectations have changed —

have brands?

by BRUCE HAASE

VERY CRISIS BEGETS THE
need for change and that’s
certainly no different
today as brands navigate
a new terrain amid the
COVID-19 pandemic. But,
while the COVID crisis has hit travel in
a way we couldn’t have imagined as
we enjoyed some of the best years in
an extended upturn just prior to it, it’s
important to look at how we can learn
from the situation and adapt accord-
ingly. After all, the experts don’t fore-
see afull recovery for ourindustry until
at least 2024, according to the most
recent forecast from STR and Tourism
Economics. So, what can brands do
today so that they don’t perish?

Bruce Haase is President
and CEO of Extended Stay America.
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There’s no doubt that expecta-
tions have changed due to COVID-19.
Communication with guests has always
been a key to success, but now it’s more
importantthan ever. Particularly, guests
want and need to know what brands are
doing to keep them safe. For the most
part, brands seem to understand this.
Months ago, many of the major hotel
brands announced their enhanced clean-
liness and safety plans. It was a good first
step, but a brand’s No. 1 job during this
crisis is to continue to manage expecta-
tions for guests and owners. Here’s how
the nimblest brands can adapt.

OVER COMMUNICATION

ISN’T A BAD THING

It’s quite simple: guests need to know
what you’re doing to keep them safe,
and brands can’t assume that the way in
which customers gather their informa-
tionis one sizefits all. Guests expect to
see and clearly understand the brand’s
promise prior to arrival, experience it
during their stay, and be reminded of
it afterward.

That means brands need to outline
cleanliness programs on their websites
so people can make an informed deci-
sion to book. Upon arrival, guests then

AA

Yes, hotels are a

@ 6.5-MINUTE READING TIME

place for people
to put their heads.
But at the end of
the day, we are a
service industry.
We are there to

expectto bereassured that brands take
their safety seriously. Hotels should
have digital signage throughout the
property, including at high touchpoints
such as elevators, guestrooms, and
bathrooms to quickly alert guests of
cleanliness procedures. When a guest
checks in, front-desk team members
also need to clearly and confidently
explain any new processes that bring
the brand promise to life. For example,
inform them whether fitness centers,
pools, and other amenities have been
closed. In an extended-stay hotel, share
procedures such as contactless linen
delivery. The key is to set the expecta-
tions for their stay right away, as confu-
sion will lead to lower guest satisfaction.

Of course, your relationship with
guests doesn’t end at checkout, and
communication goes both ways. Follow
up with post-stay surveys to garner
feedback. Not only will you glean use-
ful data about what you did right, but
you’ll also see how you can improve for
the next guest. If multiple guests say
they don’t want their rooms cleaned
every week in an extended-stay hotel,
for example, then you know how to
adjust operations accordingly to meet
expectations.

make guests feel
comfortable. When
they feel so, we've
done our job.”
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WITHOUT FOLLOW-THROUGH,

IT’S NOTHING

It’s not enough to communicate with
guestsifthere’s no follow-through to back
it up. Brands can often be fragmented enti-
ties, with some owners adhering to every
standard while others aren’t. Customers
need to trust that brands are consistently
keeping their promises irrespective of
ownership. Otherwise, they’ll go straight
to the competition who is delivering.
Guests today, more than ever, are book-
ing travel based on the safety promise. So,

forinstance, if the brand promiseis thata
guestroom door will be sealed off with a
cleanliness sticker to alert guests that no
oneelse has touched the room since clean-
ing and thenit’s not there on arrival, trust
isimmediately shattered. You’ve lost a cus-
tomer (and other potential guests when
the bad reviews hit the sites) to the hotel
across the street that will follow-through.

FLEXIBILITY IS THE FOUNDATION
Especially during a pandemic when infor-
mation about a new disease changes

Grid strainer
keeps hair and
other items out of
bathtub drain

B [nstalls in minutes
¥ [deal for hotels,

WATCO

®

Always a slen

816.796.3900
watcomfg.com

Makes old bathtub
drains new again.

® Fits OVER old tub drain
B No removing strainer body

apartments and repairs

Installs with Watco pin
(if drain has crossbars)

....or installs with silicone
(if drain crossbars are missing)

)
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constantly, guest expectations change
quickly. Likewise, hotels’ processes and
procedures need to adapt just as fast.
When COVID-19 first hit, changes at the
brand level during those first two weeks
were almost a daily occurrence. What
might have been a good decision one day
wasn’t the best decision the next as new
information was released. At one point
during the pandemic, the focus was on
cleaningtouchpoints over masks. Then, we
learned the virus was spread more through
the air than through touch. So, instead of
constantly cleaning fitness equipment, the
decision then came to close the fitness
centers instead.

When decisions are flying so quickly,
it’s ever more critical to keep that chan-
nel of communication open with guests
and set expectations in order to dispel
disappointment. Yes, hotels are a place
for people to put their heads. But at the end
of the day, we are a service industry. We
are there to make guests feel comfortable.
When they feel so, we’ve done our job. And
brands cannot do that without flexibility
and, where applicable, alignment across
multiple ownership groups.

A NEW WORLD

One thing is certain: The world will never
be the same. And brands cannot go back
to how things were before the pandemic.
They will need to make more decisions and
go back to the drawing board.

Ten years ago, the hospitality industry
enjoyed brand differentiation. A large hotel
company could have upward of 30 brands
-and it worked because there were differ-
ences in amenities. But will brands have
the ability to differentiate the way they
used to? For brands with a big breakfast
buffet as a central standard, will guests
ever feel comfortable eating at buffets
again? How about communal spaces?
Will people want to gather with strangers
anytime soon?

Guest expectations will continue to
change as we move through and past the
pandemic. Brands that are flexible and
nimble will rise to the occasion, while those
slow to adapt will fall. Now is the time for
brands to listen to guests and find oppor-
tunity amid this time of uncertainty. W

Bruce Haase is President and CEO
of Extended Stay America.
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Brought to you by the AAHOA Hotel Owners Academy ™

AAHOA/P&G PROFESSIONAL’'S
TRAINING IN HOTEL
SANITIZATION AND CLEANLINESS

The Latest Training Certificate Program
for Hotel Owners and Your Staffs

NEW TRAINING FOR THE INDUSTRY

AAHOA has partnered with P&G Professional to create

I [
the AAHOA/P&G Professional’s Training in Hotel Sanitization ' .
and Cleanliness, which covers what every hotelier needs to -
know, including infection prevention and control, high-
touch points, sanitizing soft surfaces, communications,
elevating the guest experience, and more!

THIS PROGRAM IS COMPLETELY
FREE FOR EVERYONE

The entire hospitality industry is invited to take this
completely FREE program. Participants who successfully
complete the course and brief assessment will also receive
a Certificate of Completion.

TAKE THE TRAINING IN LESS THAN
30 MINUTES

Signing up for the training is quick and easy and the
training takes less than 30 minutes to complete. After the
training video, complete a brief assessment with a passing
score and your Certificate of Completion will be emailed to
you within 2-4 business days.

VISIT AAHOA.COM/CLEANINGCERT TO LEARN PG AAD)

MORE AND ACCESS THE TRAINING TODAY! Professional ﬁ\.—O/\
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18 | FEBRUARY 2021 | TODAYSHOTELIER.COM

An

New consumer
demands,
disruptions to
business travel,
and embracing
technology are
just some of
the challenges
hoteliers have
faced head-on

for
effort

by NICK FORTUNA

VEN WITH TRAVEL AT HIS-

torically low levels this past

year, hoteliers and brands

have earned consumers’ trust

through their steadfast com-

mitment to cleaning, sanitiza-

tion,and communication - and innovation.

That’s just some positive feedback from

Dave Hilfman, interim Executive Director of

the Global Business Travel Association, who

praised the hotel industry for being quick to

react to the pandemic and quickly enhanc-
ing their cleaning and safety procedures.

The GBTA, an Alexandria, VA-based

group representing about 9,000 business-

travel professionals around the world, has

polled its members about industry issues
throughout the pandemic, Hilfman said.

One recent survey asked them to judge

the effectiveness of safety campaigns

across different supplier types, and 78 per-

cent of respondents said hotels’ campaigns
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had been effective or very effective, illus-
trating a high level of confidence in hotels’
cleaning standards.

“We applaud the hotel industry world-
wide for the significant investments made
to enhance the overall customer experience
for business travelers, especially when it
comes to safety and security,” Hilfman said.

In a separate survey, the GBTA asked
members to identify five ways hotels could
address concerns about health and safety,
and the top answer, cited by 79 percent of
respondents, was to increase their cleaning
standards. That was followed by requir-
ing employees to wear masks (58 percent),
providing additional staff training about
COVID-19 sanitary practices and incident
reporting (55 percent), requiring guests to
wear masks in common areas (47 percent),
and providing guests with safety informa-
tion about their hotel stay (44 percent).

Other suggested actions for hotels
included enforcing physical-distancing
guidelines (38 percent), installing signs
to remind guests and employees of best
sanitation practices (37 percent), provid-
ing masks to guests (22 percent), and hav-
ing housekeeping visit rooms only when
requested by guests, thereby reducing the
likelihood of viral transmission (21 percent).

@ 6.5-MINUTE READING TIME

AA

Other suggested actions for hotels included enforcing
physical-distancing guidelines (38 percent), installing
signs to remind guests and employees of best
sanitation practices (37 percent), providing

masks to guests (22 percent), and having
housekeeping visit rooms only when requested

by guests, thereby reducing the likelihood of viral
transmission (21 percent).”
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According to the GBTA survey, these are the
top 5 ways hoteliers can address guests’ safety
concerns as they return to travel:
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information about their hotel stay .

AAHOA/P&G PROFESSIONAL’S TRAINING IN HOTEL
SANITIZATION AND CLEANLINESS

Not sure where to start? AAHOA has partnered with P&G
Professional to create a training for what hoteliers need most.
See page 17 for more information!

\.

DAVOODA/SHUTTERSTOCK.COM
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These are just some of the best prac-
tices that have surfaced in the wake of the
pandemic. We know now that many hotel
brands, franchisees, and independent
hoteliers quickly incorporated this new
normalinto their operations and ingrained
it into their company cultures, quickly
ramping up employees and rethinking
every aspect of their operations.

PROVIDING TRANSPARENCY

AND RAMPING UP CONSUMER
MARKETING

The survey results show that travelers
want to know what hotels are doing to keep
them safe and hoteliers are granting that
transparency. Last spring and summer,
nearly every major hotel brand launched
their own safety protocol programs,
quickly pivoting to provide guidance and
recommendations for a safe operation,
which was incredibly important as hotels
were considered essential businesses
with many remaining open throughout
the pandemic.

It’s one thing to create the protocols
and standards, communicate them to
hoteliers, and then implement them.
But all that effort goes to waste without
a solid strategy behind marketing and
communications.

Many brands leapt into action and
ramped up marketing and communica-
tion efforts to allow guests a detailed look
at the precautions they were putting in
place. From brief animated videos that
walked viewers through a wide range
of initiatives, including providing more
individually wrapped grab-and-go food
options, and checking the temperature
of employees and vendors, to locking or
removing minibars, providing a clean and
disinfected television remote controlin a
sealed protective bag, and providing each
guestroom with a travel-size bottle of hand
sanitizer - the industry banded together to
ensure that travelers felt safe when visit-
ing their properties. This undoubtedly put
the guest experience front and center and
completely reimagined the way hoteliers
and theiremployeesinteract with guests.

Many hotels are now required to pass a
comprehensive local audit so they can tout
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We applaud the hotel industry worldwide for the significant investments
made to enhance the overall customer experience for business travelers,
especially when it comes to safety and security.”

- Dave Hilfman, interim Executive Director
of the Global Business Travel Association

and display the certain health and safety
protocols and recognition throughout their
touchpoints with guests - be it onsite, on
their hotel websites, or on each hotel’s
Google My Business listing. Brands stepped
up consumer-safety marketing efforts as
well, with many utilizing social-media,
paid-search, and video-streaming ads to
make guests aware of the advanced safety
measures being implemented.

EXPLORING TECH SOLUTIONS

With COVID-19 sure to linger a while, nearly
every hotel company is investigating and
turning to technology to curb viral spread.
Hoteliers know that by limiting the number
of interactions between guests and work-
ers and reducing the usage of high-touch
surfaces, hotels can decrease the risk of
transmission - although many of these ini-
tiatives require a significant upfrontinvest-
ment from hoteliers. However, even with
the pandemic eventually behind us, many
affirm that technology and contactless
interactions are here to stay.

Even before the pandemic, the indus-
try was all a buzz around the latest tech
solutions, including keyless room entry
using smartphone apps, voice-activated
controls in guest rooms for lights, air
conditioning, and the TV, and robots that
deliver room service and other essentials
to guests. Moving forward, utilizing and
incorporating these types of technol-
ogy won’t just be for the early adopters.
Hoteliers from all segments are grappling
with how to best embrace technology and
contactless interactions, knowing that it
is no longer just a trend, but something
guests will come to expect from any
hotel stay.

THE NEW OFFICE SPACE

Microsoft co-founder Bill Gates made
headlines in mid-November when he pre-
dicted that global business travel would
be halved and the number of days the typi-
cal employee spends in the office would
decline 30 percent in the years following
the pandemic. Technological advances
such as online video conferencing have
made it easy to work from home and to col-
laborate with partners around the world,
he said.

A sharp reduction in business travel
obviously would be bad news for hote-
liers. But Hilfman said the work-from-
home movement could allow hotels to
serve as flexible office or meeting space
as companies downsize their permanent
office footprints.

“With so many people now working from
home, hotels are well positioned to fulfill
this alternative,” he said.

In fact, the term “Office-pocalypse” has
crept into today’s real estate vocabulary,
which has been recently reinforced by
from Global Workplace Analytics’ predic-
tion that up to 30 percent of the workforce
will continue to work from home at least
until the end of 2021.

Market demands and pandemic reali-
ties have forced changes in the industry
- consumer demands, changes in busi-
ness travel, embracing technology out of
necessity, and using space wisely to recoup
revenue are just some of the long-lasting
effects of the pandemic. Whether fortu-
nate or unfortunate, many of these things
are here to stay. Hoteliers who embrace
these changes to the industry long-term
will be the ones who bounce back the
quickest. |
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THE PROS

SPEAK UP

Nitin Shah, President of Imperial Investments
Group, Inc., talks about lessons learned from
past hurdles and how he applied those to

surviving COVID-19

by PETER BERK

Nitin Shah is the
President of Imperial
Investments Group,
Inc., Chairman and CEO
of Embassy National
Bank, and AAHOA’s
third chairman.
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S THE HOSPITALITY INDUSTRY CONTINUES TO
face unparalleled economic hardshipsimposed
by COVID-19, we are pleased to present the next
interview with one of AAHOA’s founders and
past chairmen. The discussions shed light
on the struggles they went through as both
owners and chair, as well as how those experiences prepared
them to face today’s challenges. For this month’s edition, we
had an exclusive chat with Nitin Shah, President, Imperial
Investments Group, Inc., a Georgia-based hospitality com-
pany he founded in 1984. Assets include numerous hotels as
well as various commercial real estate holdings.

Shah also is chairman and CEO of Embassy National Bank,
an Atlanta-based community bank he helped establish in 2007,
whichis aleading hotel and SBA lender in the southeastern U.S.

In 1989, he was one of the founders of AAHOA and became
its third chairman in 1993. Shah was instrumental in increasing
membership and revenue. Today, he continues to be active in
AAHOA. Nitin has served on several committees over the years.
Currently, he serves on the Franchise & Industry Relations
Committee and the Past Chair Council.

He serves on the advisory boards for the College of Business
at Georgia College and for Asian Studies at Kennesaw State
University. Shah co-chairs the Global Organization of People
of Indian Origin (GOPIO) Chamber of Commerce.

Born in Mumbai, Shah earned his undergraduate degree
in mechanical engineering at the University of Bombay, and
his master’s in Business Administration at Georgia College
and State University.
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WHAT WAS THE FIRST HOTEL YOU OWNED
AND WHERE WAS IT?
Days Inn, Milledgeville, GA

HOW MANY HOTELS DOES YOUR FIRM OWN
TODAY AND WHAT BRANDS?

Fifteen hotels comprised of Hilton (Hampton, Hilton Garden
Inn), Marriott (Fairfield, Sheraton), IHG (Holiday Inn Express),
and Choice branded properties.

WHEN OPENING YOUR FIRST HOTEL, YOU
WERE FACED WITH MANY CHALLENGES. BUT
DESCRIBE A CHALLENGE THAT WAS COMPLETELY
UNEXPECTED.

The biggest challenge | faced when | opened my first hotel
was a lack of willingness from bankers, franchise companies,
insurance agents, and even other hoteliers to work with
an Indian owner.

HOW DID YOU OVERCOME

THAT CHALLENGE?

| overcame this challenge in several ways. First, | utilized
my extensive experience in banking and finance. | was able
to speak the same language as the lenders and show the
franchise companies and other partners the value I brought
tothe deal. Second was banding with several other owners
facing the same challenges. We collectively reached out to
Mike Leven, Henry Silverman, and Jerry Merkin, who not
only listened to our issues but took interest and helped us
form AAHOA. Through AAHOA, we were able to help educate
our community on how to become better hoteliers, which
gave us a voice and power to affect change.

@ 6-MINUTE READING TIME

WHAT WERE THE FIRST FEW THINGS YOU DID AT
YOUR FIRM WHEN YOU REALIZED THE COVID-19
CRISIS WOULD BE SERIOUS?

We looked at each property individually and strategized
on the best way to mitigate the impact, whether it was to
close the property, close a restaurant, or even close all
public facilities to ensure survival. We contacted all our
partners - lenders, franchisors, and vendors - to share our
plan as well as to ask for their help and input. Most of our
small lenders stepped up to help, but the big banks were
harder to deal with, some asking for three months’ advance
paymentto get a deferral. Our vendors were understanding
and deferred payment. Many franchise partners stepped up
with innovative ways and programs to help us survive. We
learned communication was the mostimportant tool in this
crisis. This process still needs to continue.

Many franchise partners stepped up with innovative ways and
programs to help us survive. We learned communication was the

most important tool in this crisis. This process still needs to continue.”
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HOW DID YOU MAKE THE DECISION
TO KEEP YOUR HOTELS OPEN OR
CLOSE THEM?

A cost analysis was done on each prop-
erty to help us determine the best course
forward on a case-by-case basis. In some
properties, we made the hard decision
to keep them open with only one or two
staff members to maintain and monitor
the hotel along with taking care of the
building and ensuring the safety of those
guests we had.

DESCRIBE HOW THE LESSONS

YOU LEARNED FROM YOUR FIRST
UNEXPECTED CRISIS OPENING
YOUR FIRST HOTEL HELPED YOUR
DECISION-MAKING PROCESS
DURING THE COVID-19 CRISIS?

Our experience in the early days running
hotels with minimal resources and learn-
ing how to negotiate with lenders was
beneficial. We used all the government-
provided resources like the Paycheck
Protection Program (PPP) and Economic
Injury Disaster Loans (EIDL) and took care
of our long-term employees.

24 | FEBRUARY 2021 | TODAYSHOTELIER.COM

=

WHAT IS SOMETHING
INTERESTING THAT PEOPLE
PROBABLY DON’T KNOW
ABOUTYOU?

Having banking experience helped me
tremendously because | was able to not
only help myself but many others on the
best way to negotiate with lenders, under-
stand loan documents, covenant clauses,
bankingregulators, COVID-19 regulations,
CMBS documents, and back-end workings
so that they can navigate their loan prob-
lems without losing the property.

WHAT ADVICE WOULD YOU GIVE
TO OTHER HOTEL OWNERS TO GET
THROUGH THIS CURRENT CRISIS?
The most important advice is to commu-
nicate with your lender to ensure you are
notin default and make sure you have the
properinsurance to cover asignificant loss.
Everything else you can always get back.
The most important thing is to take care
of your health and not let the pandemic
stress you out.

THE BIG CRYSTAL BALL
QUESTION: WHEN DO YOU EXPECT

REVPAR TO GET BACKTO

2019 LEVELS?

2022 if a vaccine or treatment is widely
available. |

Peter Berk is President of PMZ
Realty Capital LLC - Hotel
Finance Group. He has more
than 26 years of experience in

the real estate industry and is

)|

events, including AAHOA webinars and meetings.

a frequent lecturer at industry

He has arranged more than $6 billion of debt and
equity transactions for hotel owners, representing
more than 50,000 hotel rooms. As an industry
leader, he has worked with AAHOA Members for
more than 20 years on their financing needs. Berk
attended George Washington University as an
undergraduate and holds a graduate degree
from Columbia University. He can be reached at
berk@pmzcapital.com or 212-277-8265.
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FEATURE

2021 VISION

The AAHOA Board of Directors shares changes
to guest philosophies and advice as we enter
2021 amid COVID-19

by THE AAHOA BOARD OF DIRECTORS
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BIRAN PATEL
CHAIRMAN

This is a time when we must
go above and beyond the
norm when it comes to clean-
liness and sanitization to
make guests feel safe travel-
ing again - even if we incur
more cost to create that envi-
ronment. This should lead to
positive reviews which, at the
end of the day, give you bet-
ter results.

JAGRUTI PANWALA
PAST CHAIR

Treat your guests like your
family. They should feel they
are home away from home
when they are staying
at our hotels.

RAHUL PATEL
FLORIDA REGIONAL
DIRECTOR

Listen and understand your
guests, make them feel spe-
cial during their stay, and
make sure you are doing all
the basics right. Positive
reviews and word of mouth
are the best forms of market-
ing. Repeat guests will pro-
vide you the most profitable
form of revenue, especially in
the times of crisis.

ALABAMA DIRECTOR
Most certainly, we all had
clean and comfortable rooms
pre-pandemic, but now our
guests need to understand
our cleanliness via signage,
verbally, and by sight.

VIKESH (VIK) ZAVER
GEORGIA REGIONAL
DIRECTOR

My guest philosophy is to
always make the customer
feel like family because
a happy guest will be a
customer for life.

S COVID-19 ROCKED EVERY INDUSTRY,

hotels were hit particularly hard causing some

properties to close their doors. As the pan-

demic hasincreased guests’ expectations of

sanitization and safety, the AAHOA Board of

Directors shares changes to guest philos-

ophies and advice as we enter 2021 amid

COVID-19 while recognizing that the key to recovery will
begin by inspiring consumer confidence to travel.

VINAY PATEL
VICE CHAIR

Always try to anticipate your
guests’ needs so you can
serve them better.

@ 9-MINUTE READING TIME

NARESH (ND) BHAKTA
GREATER LOS ANGELES
AREA REGIONAL
DIRECTOR

In our culture, the guest is
equal to god. In other words,
guests deserve the highest
respect from us. Go above
and beyond. In hospitality,
that is the relationship
we have.

tl v
DANNY (CHINTU) PATEL

ARKANSAS REGIONAL
DIRECTOR

Maintain clean and safe
working environments, focus
on cleanliness/safety, and
have confidence in yourself
that you are the difference
maker in your hotel and
community. Work with your
fellow hoteliers and see how
you can maintain together
and work with each other
without dropping status.

BHARAT PATEL
SECRETARY

Do what it takes to make your
guests happy while keeping
your team members safe.
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KAMALESH

(KP) PATEL
NORTH PACIFIC

REGIONAL DIRECTOR

Treat your guests as if you are
the guest!

DHIREN MASTERS
NORTH TEXAS
REGIONAL DIRECTOR

The guest still comes first,
but furthermore, we want
our guests to feel safe in
our hotels and confident
to travel. We are currently
implementing contactless
technology, so our guests are
less exposed to the virus.

BHAVESH N. PATEL
NORTH CENTRAL
REGIONAL DIRECTOR

My philosophy is to provide
guests with the best service
possible. Meet the guests’
needs and expectations, then
provide service far beyond
those requirements and
assumptions - especially dur-
ing the critical time of COVID-
19. Provide training on these
expectations for your staff
members, too.

CHETAN (CHET) PATEL
SOUTH CAROLINA
REGCIONAL DIRECTOR

One piece of advice | would
give is to not sacrifice service
to the guests. We currently
live in a digital world and the
guest will share their expe-
rience with others. If your
guests share their great expe-
riences during these times,
you will benefit when we
reach our new normal.

Taa® =

MIKE PATEL
SOUTH CENTRAL
TEXAS REGIONAL

DIRECTOR

I strongly believe that to
earn guest loyalty it’s even
more important to be ethi-

cal and socially responsible,
particularly when resources
are restricted and survival is
under threat. It’s a very tough
and challenging time for all
of us!

SUNIL PATEL
MID SOUTH
REGIONAL DIRECTOR

A higher priority must be
given to guest safety and
cleaning standards as guests
want to feel safe and secure
now more than ever.
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SANJAY (SAM) PATEL
MID ATLANTIC
RECIONAL DIRECTOR

If there’s any place where
customers are likely to be
paying attention to the type
of service they receive, it’s
within the hospitality indus-
try. Our job as hospitality
service providers is to main-
tain customer happiness
and satisfaction. Keep your
customers at the forefront
of your operational plans to
hold your hospitality busi-
ness afloat.

=

SAWAN H. PATEL
SOUTHEAST TEXAS
REGCIONAL DIRECTOR

My team’s guest philosophy
is to transcend service to cre-
ate unequivocal experiences

for everyone who stays at
Unity properties.

JAYESH R. PATEL
NORTHEAST
REGIONAL DIRECTOR

Owning a hotel is big liability

and has high fixed expenses.

We must consider the slow-

down of the economy or

recessions and each hotel
must build a reserve fund.

Then, that should be part of

the budget.

LINA PATEL
FEMALE DIRECTOR
EASTERN DIVISION

Our guest philosophy is to
provide a customized service
with a warm welcome to each

and every person that walks

into our hotel lobby. Greeting
our guests with their names

is the sweetest and most

important sound that all
human beings like to hear.

AKSHAT PATEL
NORTH CAROLINA
REGIONAL DIRECTOR

Yes, guest expectations have
changed, mainly for cleanli-
ness and service. We work in
guest service and hospitality.
After this pandemic, guests
expect to have spotless and
clean rooms. So, we are
taking additional steps and
safety precautions to take
care of each of our guests
for their safety as well as our
staffs’ safety.
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IMESH VAIDYA
SOUTHWEST
REGIONAL DIRECTOR

Itis vital that we make deci-
sions about our service and
operations based on the
guest perspective. Though
our industry is facing tremen-
dous financial burdens, the
guest is still spending their
hard-earned money with us.
Do not give them any addi-
tional reasons to stay with
our competition or other
online accommodations such
as Airbnb.

NIMESH (NICK) ZAVER
CULF REGIONAL
DIRECTOR

Treat guests the way you
would want to be treated.
Walk in as a guest and leave
as family.

JAYESH (JAY) PATEL
DIRECTOR AT LARGE

You never know what type
of day the guest is having.
Always listen to their con-
cerns first before jumping to
conclusions. Most guests are
not looking for any type
of compensation; they are
looking to be heard by the
staff to find a solution to
their problem.

KALPESH JOSHI
UPPER MIDWEST
REGIONAL DIRECTOR

Guests are not dependent
on us. We're dependent on
them. They are doing us a
favor by coming to our door
and giving us the opportunity
to serve! In my opinion, the
customer/guest is a god.

MIRAJ S. PATEL
YOUNG PROFESSIONAL
DIRECTOR WESTERN
DIVISION

My philosophy has changed
as a result of the pandemic
as lunderstand guests’
expectations and demands
will increase. The pandemic
has reset our industry, and
how we operate our hotels
will also have to change mov-
ing forward. We will have to
regain our guests’ trust and
confidence by consistently
demonstrating a culture
of efforts to deliver best-
in-class guest satisfaction
through cleanliness, service,
and staying up to par.

BHAVIK PATEL
YOUNG PROFESSIONAL
DIRECTOR EASTERN
DIVISION

We have always prioritized
guest safety in terms of
security. However, we have
altered our action plans to
correlate with the latest up-
to-date cleaning standards
in order to ensure guest ser-
vices exceed expectations.

PRASHANT PATEL
DIRECTOR AT LARGE

As a hotel industry, we exist
due to the need for hospital-
ity, a need to be home even
when our guests are away
from home.

SANDIP PATEL
WASHINGTON DC
AREA REGCIONAL

DIRECTOR

My hotels are comprised of
people who are dedicated
to providing the best pos-
sible hotel rooms, service,
and safety to our guests. The
self-respect, pride, and com-
mitment that all employees
possess is what makes our
hotels the successes that
they are. Being better than
you were the day before and
continuing to learn every
day is the foundation that
our hotels are built upon.
Personal service and atten-
tion to detail are what we’re
all about. Consistency in
personal service is name
recognition and reading your
guest to learn what hospi-
tality experience the guest
is anticipating during each
visit to our hotel. Attention
to detail is going the extra
mile to make sure all guests’
needs are met. My philoso-
phy toward the guestis “Do
whatever it takes to please
the guest with best experi-
ences atour hotel.” W
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GIVING BACK

P

foa In

by SHAY PATEL

How AAHOA Member

l Shay Patel saw
r inequality and took
the steps to eliminate
it with Alley-Oop Kids

@ @

WHAT WAS YOUR INSPIRATION WHEN DID YOU GET
FOR STARTING THIS NONPROFIT? STARTED AND HOW?

N 2014, SHAY PATEL WITNESSED
kids in his community who didn’t
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have access to the sameresources

he did. Some of these were things
we often take for granted, like appro-
priate shoes. But as COVID-19 has
impacted the world, Patel took his
cause one step further by getting
donations of computers and tablets
so kids in his community could partake
in distance learning, too.

(Lto R) Student Lead & App Team member
Sohan Gaitonde, Chief Fundraising Officer
Rishan Patel, CEO & Founder Shay Patel,
and Ambassador Lead & Board Secretary
Akshaan Ahuja.

When | was 11 (2014), | visited my local
Boys & Girls Club for basketball practice
and was so shocked to see that other
kids there did not have basic basketball
gear like l had. Some even wore flip-flops
and, honestly, it made me feel sad and
angry. Then and there, | decided to help
eliminate thisinequality and that’s when
Alley-Oop Kids was born. If | can help
young people in my community, my hope
and dream is that what | do here will have
a ripple effect on communities all over
the country and eventually the world.

We started in 2014. Alley-Oop Kids was
originally just my mom and me brain-
storming feasible ways we could help the
kids at the Boys & Girls Club. | was empow-
ered by the belief that | needed to help
these kids get proper sports gear and by
the belief that | wasn’t too young to make
adifference. As many early organizations
do, we reached out to family and friends
to get started with early donations for

our first project. Through crowdfunding 4,

and with the help of more than 15 kid
volunteers, | raised $6,000 for new
gear for the entire basketball
program of the Boys & Girls
of the Peninsula.
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Camp Alley-Oop
provides free

basketball training
iddle-school

HOW HAS BEING FROM A HOTELIER FAMILY
INFLUENCED OR IMPACTED
YOUR PHILANTHROPIC WORK?

As a third-generation immigrant born into a hotelier
family, | have been around the hotel-owning commu-
nity my entire life. As the first hotelier in the family, my
grandfather Mahendra Parbhubhai Patel came to the
United States from Zambia with just a few dollarsin his
pocket and anintention to achieve the American Dream.
Despite the lack of capital, he used his innate business
acumen to purchase his first roadside motel in Menlo
Park, CA, in the early 1970s. He and my grandmother
Ramila Patel worked hard (that’s an understatement)
to keep food on their large family’s table and a roof
over their head, often entailing exhausting night shifts
and laborious room cleaning, all the while making their
motel living quarters theirwarm home. The next genera-
tion, my father and mother, Bimal Patel and Supna Kohli
Patel, were blessed with a solid foundation of a college
education, corporate work experience, and the existing
family business, which enabled them to set sights on
expansion. My parents were able to successfully grow
the hotel business over the years and with that came an
opportunity to look beyond ourselves and to start help-
ing others. | have been fortunate enough to live com-
fortably due to the hard work of previous generations.
However, being exposed to less-fortunate communities
through travel basketball and even through interaction
with our own hotel staff, | realized at a young age that
many other families are still where my grandfather
was when he first came to America. That realization
has inspired me to take action to help others in ways
| can, adding another layer to our family realizing the
American Dream by paying it forward.

| @4.5-MINUTE READING TIME

HOW CAN THE AAHOA COMMUNITY
GET INVOLVED WITH THE CAUSE?

We are so grateful to so many San Francisco
Bay Area AAHOA Members who have
generously donated to our cause over
the years. We rely on these donations
to keep impacting kids. Tax-deductible
donations can be made on our website,
www.alleyoopkids.org, or you can download
our free app. If you have any sports equipment
or eLearning devices (old computers, tablets,
etc.), post them on the app and someone in
your area who needs it will contact you. From
there, allyou have to dois set up a pickup point,
which could simply be leaving it on your doorstep and you have
now made a difference in someone’s life. Every transaction and
item are free. Itis truly the easiest way to make a major positive
impact in your community. Additionally, we are always looking
for kids to join our cause! Anyone can join who wants to make
a difference using the ambassador application on our website.

PHOTO: SUMIT KOHLI, SREEL

WHAT ADVICE DO YOU HAVE FOR OTHER TEENS WHO
WANT TO MAKE A DIFFERENCE?

Simply put, you can make a majorimpact on your community at
any age. More specifically, | would recommend finding something
that interests you and help others in that field (i.e., enjoying
math and tutoring kids for free in math). | don’t think I'm that
different from most teenagers. We all want to be kind to others
and help them.

HAS ANYTHING CHANGED IN THE
ORGANIZATION DUE TO COVID-19?

COVID-19 has forced me to think outside the box to continue our
mission. We pivoted from in-person to virtual sports training.
Unable to do our annual 3-point fundraiser, we are using social
media for an online challenge/fundraiser. We also added the
ability to donate and receive eLearning devices on our new app
Alley-Oop to get devices to kids that need them for distance
learning. |

To find out more about how you can get involved, visit alleyoopkids.org.
The Alley-Oop app is available now on the Google Play Store and
the Apple App Store.
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markets |

by RUSHI SHAH
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HE ONGOING EFFECTS OF THE PAN-
demic continue to permeate through our
industry. While news of a widespread
vaccine is hopeful, we must first deal
with a second surge of positive cases. Facing this
uncertainty, commercial real estate owners - and
especially hoteliers - are trying to understand and
navigate the new norm. They want to know what it
means for them individually and how to best adapt
their business. In doing so, an obvious place to start
isto look at the state of the capital markets and the
markets’ view of leverage, in-place and potential
cashflow, cost basis for assets, risk-adjusted return,
underwriting metrics, and other indicators.

HOTEL FINANCING
Hotel lending is back, whereby CMBS lenders are
issuing term sheets and closing deals for hotels with
in-place debt yield (net operating income, or NOI,
as a percentage of loan amount) of 12 percent
or more forthe trailing 12 months. Lenders,
mainly CMBS, are still focused on a
stabilized loan-to-value of 65
percent. Within the current
conditions, in-place
cash flow is a natural
corrector of lever-
age and therefore
a metric that
appraisers and

capital '

andscape:
S
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Within the current conditions, in-place cash flow is a natural corrector of leverage
and therefore a metric that appraisers and lenders are using to effectively value
assets and size proceeds for loans, respectively.”

lenders are using to effectively value assets
and size proceeds for loans, respectively.
This is because the trailing 12-month
period should reflect the degree to which
the pandemic shutdowns affected the
hotel and contributed to the cash-flow hit.
Assets with cash flow that showed more
resiliency during the past few months will
have less of a COVID-19 discount applied
to their value, while assets such as a full-
service hotel in an urban market that saw
more significant cash-flow degradation
during that same time period will merit a
larger adjustment. This discount can range
from 7 percent to 20 percent of 2019 values.
When seeking financing, itisimportant for
owners to ensure that the analysis of how
“COVID-proof” their property has been is
accurate. Going through a professional
with pre-existing relationshipsin the mar-
ketplace can definitely help maximize the
asset’s calculated value and subsequent
loan proceeds.

BRIDGE LOANS

There continues to be ample short-term
capital from debt funds, with the majority
of lenders looking to fund hotels at 6-to-
9-percentinterest rates on a non-recourse
basis. Most lenders funding these deals
tend to prefer select-service hotels in mar-
kets that are business-friendly and have
largely remained immune to the industry
shutdowns. These lenders also are ultra-
focused on their ability to be refinanced

out of these loans by either a CMBS or
another permanent loan when the mar-
ket stabilizes.

COST BASIS

For capital markets participants, cost basis
is an important decision driver. Lenders
and equity providers want to make sure
that the developer has skin remaining in
the game after a refinance. For develop-
ers who are looking to build new hotels,
thereis capital available. For these projects,
lenders will use dollars-per-square-foot and
cost-per-key metrics as a barometer to mea-
sure the success rate of a particular asset.
Developers should pay close attention to
their construction costs and land costs to
determine the real feasibility of the projects.

RISK-ADJUSTED RETURNS

Market participants also are focusing on
risk-adjusted returns. This means lenders
are comparing a hotel asset at an 8 Cap
Rate to a multifamily asset ata 7 Cap Rate
and trying to determine if the additional
1 percent of return is worth the risk that
overnight renting of real estate carries.

UNDERWRITING METRICS

It is important for any lender to fully vet
projections provided by the sponsor and
challenge the assumptions to be able to
successful underwrite and exit the loan.
As we anticipate a vaccine and start to
emerge from the pandemic, most lenders

are underwriting potential hotel cash flow
with 50-percent occupancy and $80 to
$150 of ADR for assets in major markets
that enjoy drive-to demand and do not
rely on group travel. Thisis a good gauge to
determineif a hotel will be able to support
a given loan amount or not.

Now more than ever, every deal should
be evaluated based on a case-by-case
basis. In an everchanging market like
we arein now, it is even more important
to connect with a professional who is
active in the market and who can help
puttogetherthe best financing solutions
for your properties. |

Rushi Shah is principal and
CEO of the commercial
mortgage and real estate
investment banking firm and
AAHOA Allied Member Mag
Mile Capital. As a leader in

hospitality financing, Shah specializes in
structuring and placing high-leverage,
non-recourse bridge and permanent debt with
cash out for full - and limited-service hotels
nationwide. Since joining the firm’s
predecessor, Aries Capital, in 2015, Shah has
structured and closed hundreds of millions in
financing for all property types. Shah has held
previous positions at Northern Trust and has
an MBA from the University of Chicago’s Booth
School of Business.

TODAYSHOTELIER.COM | FEBRUARY 2021 | 33


http://TODAYSHOTELIER.COM

FRANCHISING

~value

of the post-stay guest survey
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by DANIEL J. MOUNT, DBA

HE ELECTRONIC

post-stay guest sur-

vey has an important

place in a guest feed-
back program. While specific
issues with specific guests can
be identified and addressed
through feedback obtained
from digital channels and call
centers, the post-stay survey
provides more valid and reli-
able data in which to address
systemic issues in the hotel
operation.

VALUE OBJECTIVE

The value objective to differ-
ent users of guest surveys var-
ies and presents a challenge
to hotel companies and brand
managers when trying to design
a survey that meets those

objectives in a somewhat con-
stricted platform. Hotel compa-
nies and brand managers want
big data that addresses demo-
graphics such as loyalty club
membership, reason for travel,
gender, and age as well as guest
reaction to new brand stan-
dard initiatives or suggestions
for brand standard enhance-
ments. This must be balanced
with the need of operators to
get as much operations-spe-
cific information (cleanliness,
friendliness, etc.) as possible.
Surveys should have a mix of
product-related and service-
related questions. Owners can
use product-related guest sur-
vey data to review how their
asset is being maintained by

a management company,
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to support needed capital
expenditures, or to suggest
that required capital expendi-
tures may be delayed. Owners
also can usetheservice-related
guest survey data to get a feel
for the culture of the operation
and the operators of the prop-
erty. Owners, if independently
or through an owner’s associa-
tion, drive what is included on
a post-stay survey and how that
survey then provides value to
them in terms of insight and
analysis.

MORE THAN
PERFORMANCE DATA
At the property level, the
_electronic sur-
. vey should
- provide

more than just performance
data, as hotel GMs do not often
have the time nor the statisti-
cal insight to parse and ana-
lyze what may be “pages” of
electronic data. In addition to
performance data on opera-
tions-specific survey items,
the survey report mustinclude
information on the importance
of those items (key drivers) in
relation to outcome measures
such as guest satisfaction,
intent to return, and intent to
recommend. The survey also
should provide methodology
that combines performance
and importance (key drivers)
results to help the operator
focus on issues that are critical
based either on the issue being
important in its relationship
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to an outcome measure or
on low performance. Most
importantly, the survey report
should provide assistance in
addressing critical issues.
This is accomplished through
attaching action plans of rec-
ommended courses of actions
on items that appear as criti-
cal issues. Users can clearly
see what the critical issues
are and can access recom-
mended courses of action to
help them consider an appro-
priate response. In that way,
a survey report does not just
provide numbers, it provides
valuable assistance that saves
time for the user and support
for resource allocation.

Like any evaluation tool, the
guestsurveyshould beusedina
positive way. The survey results
are provided to help operators
improve the guest experience,
raise the outcome measures
of guest satisfaction, intent to
return andintentto recommend,
and increase revenue. Survey
results are meant to inform
operators of possible courses
of action but are only one
source of information.
Survey results are not
provided to support

negative actions such as job or
brand termination as statisti-
cal confidence levels of survey
results generally do not support
such actions.

To summarize, owners should
have a survey product that: 1)
is well-designed through their
brand orindependent provider,
2) includes results and method-
ologies that focus on systemic
product and service-related
issues in the operation, 3) iden-
tifies the critical issues, and 4)
providesrecommended courses
of action to help the operator
address the criticalissues. W

Dan Mountis an
Associate
Professor in the
Penn State
School of
Hospitality
Management. His research at
Penn State has focused primarily
on employee and guest
satisfaction with an emphasis on
survey design, methodology, and
analysis. Prior to his time at Penn
State, Dr. Mount held a number of
executive committee positions
in the hotel industry.

\tool and not as a means of punishment.
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A NOTE ON

—— COVID-19

COVID-19 has dramatically changed the guest

experience. Research from the American Customer

Satisfaction Index (ACSI) shows that hotel guest satis-

faction is declining during the pandemic. While some decline may
be expected, two areas that showed the largest decline are the
check-in experience and room cleanliness and comfort. Itis intuitive
that these two items are most associated with COVID-19 protocols.
Recentresearch seems to agree that among many COVID-19-specific
protocolissues, two that resonate with guests are communication of
safety protocols and the visualimpression that protocols are being
followed. While specificincidents can be identified and addressed
through digital channels, COVID-19-specific protocol issues likely
will be systemic and should be incorporated into post-stay guest
surveys. As these protocol issues likely will be with us for some
time, the COVID-19-specific questions should be incorporated
into existing methodologies that would identify them as key driv-
ers/critical issues. Owners must insist, again independently or
through an owner’s associations, that brands or survey companies
be responsive in adding or changing questions as the pandemic
experience will change over time. Brands should understand that
during COVID-19, quantitative measures on guest surveys may differ
greatly from past measures due to the changing demographics of
the sample and survey data should therefore be used as a learning

surveys at work

Owners should expect
that survey companies
will be responsive in
adding or changing ques-
tions as the pandemic
experience will change
over time.

The work doesn’t stop

once a survey has been given
and read. Look at

any action items and list any
critical issues that need to be
addressed immediately and
those that may take longer to
approach.
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How hotels can

‘COVID-19

By MARK SKROCH

O SAY THAT THE PAST YEAR HAS
been difficult for the hotelindus-
try would be an understatement
with COVID-19 and the associ-
ated travel restrictions resultingin a dismal F ‘
2020 for hotel bookings globally. Things :
are starting to look up with traveler confi-
dence beginning to rise, and more people
thinking about travel in the coming year.
According to Destination Analysts, 23.1
percent of American travelers have taken
atrip by airduring the pandemic, and 58.1
percent have taken a road trip. Nearly 80
percent have at least tentative trip plans
for some time in the next year.
Our research at BCV, acompany provic-
ing social media solutions for the hospital-
ity industry, shows social media inquiries

ROBIRD/SHUTTERSTOCK.COM
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to hotels have increased by 44 percent in
August 2020 vs. August 2019, with many
of the questions surrounding outdoor
activities, COVID-19 restrictions, Wi-Fi
capabilities, and hotel cleaning practices
- essentially all that comprises the “new
normal.” Thisincrease in social media com-
munication comes as the current and near
future COVID-19 travelers appear to be fall-
ing into a number of categories: staycation-
ers, bargain hunters, and bucket listers,
with each group having a series of wants
that hotels can target.

STAYCATIONERS

Staycationers are tired of being at home,
butthey do not want to risk long-distance
travel. They may want to visit family or
friends locally or just explore parts of their
home region. They also are motivated by
work-from-home and remote-schooling
trends that allow them to stay for a lon-
ger period. These vacationers are most
interested in hotel COVID-19 measures,
having great Wi-Fi connectivity, and infor-
mation on local, outdoor entertainment.
Staycationers typically travel by car and
do not mind longer drives for the right
destination. They are interested in hav-
ing the right dates and prioritize the dates
over price considerations. In addition,

according
to the

A 2020 Destination Analysts
survey of American
travelers shows:

23.1%

have taken a trip by air

58.1%

have taken a road trip

Almost 80%

have tentative trip plans this year

staycationers will be interested in start-
ing new traditions closer to home during
the upcoming holiday seasons.

BARGAIN HUNTERS

Bargain hunters are motivated by obvi-
ous cost incentives and they have more
comfortin taking risks in terms of traveling
farther distances, traveling by plane, etc.
What will attract these customers is the
chance to stay in a hotel or a room that
would normally be outside of their price
point during normal travel times. Bargain
hunters cut across different demographics.
The younger members of Gen Y and the
older members of Gen Z are two groups
that are motivated by price, willing to
undertake someriskin travel, and able to
travel distances with the current remote
work/learning capabilities.

BUCKET LISTERS

Bucket listers, the final category, have
a different reaction than most to the
restrictions from the pandemic. They
are reminded of the temporal nature of
life and that they cannot be guaranteed
time for their planned adventures. They
are motivated by the desire to see these
exotic destinations and by the fact that
the locations will likely not have the typi-
cal crowds. Having this travel experience
without the typical crowds or wait time will
be the primary motivators for this group.

REACHING OUT

The key to reaching these three types of
travelers lies in social media and in know-
ing which platforms your audiences are
on. Of the different platforms, Instagram
continues to be the primary vehicle for
travel research, as it has been for several
years. There also are almost continuous
rollouts of new Instagram tools to appeal
to the shifting consumer mindset - such as
short-form video feature reels - as well as
the growing suite of marketing capabilities
on Instagram, such as the “Shop Now” fea-
ture, which allows hotels to add booking
capabilities to their stories. For each of the
types of travelers listed above, Instagram
can showcase what they are looking for
in a getaway. For staycationers, content
that reflects the hotel amenities as well as
local attractions will resonate. For bargain
hunters, content that shows the amount

@ 6-MINUTE READING TIME

of savings as well as more luxurious sur-
roundings for lower prices will be good. For
the bucket listers, content that shows the
once-in-a-lifetime aspects along with the
absence of traditional crowds will appeal
to these travelers.

Another way that hotels can gain the
attention of these three types of travelers
as well as stay connected with past guests
is to create custom content that would
attract different audiences. To note, differ-
ent platforms should be used for specific
audiences, and that platform/audience mix
will depend on the hotel’s primary demo-
graphic. Also, using a solid social chan-
nel mix will allow hotels to target users at
multiple points of their journey. With that
said, almost all social media users prefer
short-formvideos and it remains the most
popular form of content.

TAP INFLUENCERS

Hotels should also build relationships
with the two main types of influencers:
multichannel and micro-influencers. Both
types need to be community-focused and
authentic, so the messaging remains true
tothe brand. Multichannelinfluencers can
enable multiple connection points with
consumers, helping to seed messaging at
various points of the consumer journey
and offering a deeper value for the partner-
ship. For example, a user may consume the
branded message via an influencer’s social
post, podcast chat, and direct e-blast in
one day, helpingto drive overall awareness
and consideration. A micro-influencer is
one with 10,000 followers or fewer and who
can create a more personal connection to
resonate with a social user. This personal
connection is something that consumers
areplacinganimportance on as they plan
future travel.

The recovery will take time and will be
multifaceted, but those hotels that invest
in a social media strategy looking for dif-
ferent types of customers willemergeina

stronger position. |

J Mark Skroch is the General

i ", Manager at BCV, a RateGain
/! . company. To learn more, visit

https.//www.bcvsocial.com/.
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" The payments
process

by FAHEEM KHAN

[oday’s Hotelier sat down
with Faheem Khan,
Executive Director of Chase
Merchant Services, to ask a
few questions about how
Chase can serve hoteliers

@ o

38 | FEBRUARY 2021 | TODAYSHOTELIER.COM


http://TODAYSHOTELIER.COM
http://SHUTTERSTOCK.COM

WHAT ARE SOME OF THE

MOST COMMON ISSUES THAT

HOTELIERS RUN INTO WHEN

THEY SIGN UP TO ACCEPT CREDIT/

DEBIT CARD AND MOBILE WALLET

PAYMENTS?

There are many intricacies involved in set-

ting up hotels with payment processing

that require lodging industry expertise.

Not all payment processors specialize in

the lodging industry so some of the most

common issues other processors have

include:

=»Choosing the wrong MCC code at set
up resulting in declined or downgraded
transactions processing at a higher rate.

=»Not integrating properly with a gate-
way causing delays in set up, processing
functionality gaps, and lack of technical
support.

=»Misunderstanding the difference
between host capture and terminal cap-
ture leading to transactions not settling
on time.

=»Setting up card brands incorrectly
resultingin confusion between new and
existing accounts, potential boarding
delays, and not leveraging pre-negoti-
ated pricing that the card brands offer.

=>Implementing ineffective reporting
causing chaos with statement recon-
ciliation, managing retrieval requests,
and ultimately chargebacks.

HOW IS CHASE DIFFERENT?

At Chase, we’ve built and educated our
dedicated lodging team specifically for
the unique needs of the lodging industry.
Throughout the 20+ years Chase Merchant
Services has been an AAHOA Industry
Partner, our dedicated lodging team has
been able to build long, meaningful rela-
tionships with many AAHOA Members.
AAHOA Members help us understand their
ongoing concerns regarding chargebacks,
fundingissues, current payment processor
service challenges, statement disclosures
and pricing, and current gateway provider

Supporting Hoteliers During the
COVID-19 Pandemic

With the impact of the COVID-19 crisis on the lodging
industry, low occupancy rates forced many hoteliers
to lay off employees and face catastrophic financial

situations. At Chase, we ceased all promotions to
AAHOA Members (with exception to our commitment

to Today’s Hotelier). Instead, our dedicated lodging
team started making calls to our existing merchants
to make sure they were doing OK, to see if there was
anything we could do to assist, and lent them our
concerned and listening ears.
We also expeditiously assisted many AAHOA Members
in solving their unique issues such as dealing with fraud,

excessive chargebacks due to cancellations, funding
delays, coordinating communications with PMS provid-
ers to assist Members with upgrading/enabling their
POS equipment to be CHIP and contactless for a quicker,
safer, and more secure method of taking payments, as
well as helped wherever else we could.

@4.5-MINUTE READING TIME

challenges. Because of our relationship
with AAHOA Members and information-
sharing, we know what you need and
want, and we know what you don’t like
and what doesn’t work. At Chase, we’re
laser-focused on addressing the unique
needs of every AAHOA hotelier - from the
independent owner to the multi-property
operator.

THERE ARE SO MANY PROPERTY
MANAGEMENT SYSTEMS AND
GATEWAYS FOR HOTELIERS TO
CHOOSE FROM, HOW CAN YOU
HELP THEM NAVIGATE ALL OF THE
OPTIONS?

When you’ve been around as long as we
have, you know the players. We have expe-
rience and relationships with a multitude
of gateway providers and property man-
agement systems. And we also help AAHOA
Members steer through the intricacies of
gateways and property management sys-
tems to solve your payment services needs
regardless of the brand or the size of hotel
you own.

We integrate to numerous payment
platforms to help you process your trans-
actions efficiently. These include prop-
erty management systems such as Fosse,
SynXis, On-Q, Choice Advantage, Galaxy
LightSpeed, Opera, Skytouch, AutoClerk,
Visual Matrix, ASI, as well as many others.
And, of course, we connect to standalone
terminals. Because brands tend to use
their own proprietary or preferred prop-
erty management systems and gateways,
we also interface with several brand prop-
erty management systems.

At Chase, we help hoteliers tackle prob-
lems head-on and we can see around the
corner to avoid future processing issues.
If we can be a resource to you to help you
solve some of the challenges associated
with payment processing, don’t hesitate
to reach out. |

Faheem Khan is proven leader
with 25 years of recognized
success in sales and business
development. He serves on
the AAHOA Board of Directors
and is an Executive Director at

JPMorgan Chase, leading the lodging and
hospitality vertical within Merchant Services.
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Happy guests are satisfied,
but what happens

when theyTe

By SHEETUL RAYEED

UEST SATISFACTION IS CRITICAL TO THE

success of your hotel business. Not only

will a happy, satisfied guest usually return

to your property, but they also will rec-
ommend your hotel to others. Unfortunately, not
all guests leave happy. In these instances, a lawsuit
may result from the actions or inactions the guest
experienced leading to this dissatisfaction, whether
real or perceived.

In the hospitality sector, lawsuits can arise for a num-
ber of reasons, including, among others, slip-and-fall
accidents, premises liability concerns, assault/secu-
rity breaches on the property, issues surrounding the
Americans with Disabilities Act (ADA), discrimination,
human trafficking allegations, theft, and/or health and
safety concerns. Theseissues may present themselves
in a variety of ways, from an angry guest letter to a
summons from a local court. One way to foster guest
satisfaction is to quickly handle at the property level
any legal issues that may arise in the course of your
business if you are put on notice. When this doesn’t
succeed in resolving the matter, a lawsuit may be
the next step.

Lawsuits are not uncommon in business ownership,
but as hoteliers you should rely on the expertise of
legal counsel in helping you navigate through any
legal demand or lawsuit. Failure to follow strict legal
processes and timing may result in a waiver of your
rights or even a judgment being entered against you.
Finding theright legal counsel s critical and can hap-
pen in several different ways.

First, maintaining adequate levels of insurance for
allyour needs and annually reviewing your business’s
insurance needs can help you avoid unnecessary legal
costs and possible financial losses. When a triggering
event occurs on your property, be sure to submit the
claimtoyourinsurance agent/carrier as soon as pos-
sible. If an insurance carrier provides coverage and
defense, they’llappoint an attorney with expertise in
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the specific field to represent your interests and help
you through each and every step of the legal process.
If you do not have insurance coverage for the claim,
ask fellow hoteliers or attorneys you know for refer-
rals. While the attorney who does your estate work or
real estate closing may be an expert in his/her field,
you’ll want to make sure the attorney you select is
an expertin the area for which you are being sued.

Additionally, while AAHOA cannot represent you or
give you legal advice, we recognize that you might
need an attorney referral or legal advice from time to
time. AAHOA has a specialized network of attorneys
available to you through our Allied Attorney Program.
These attorneys are familiar with lawsuits commonly
filed within the hospitality sector and want to help
best protectyour legal rights. We’re happy to connect
you with our Allied Attorney network for any and all
of your legal needs.

Proper legal counsel should be a core compo-
nent of any solid business plan to ensure guest
satisfaction. Please feel free to reach out to us at
franchise@aahoa.com. |

prevent & protect

An ounce of prevention is worth a
pound of cure. Use the following
checklist to help you address guest
satisfaction concerns:

Establish best practices

for your business

Establish customer response
best practices

Establish insurance
and legal protocols

ALEXANDER LYSENKO/SHUTTERSTOCK.COM
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AAHOA has a specialized network of attorneys available to
you through our Allied Attorney Program. These attorneys are

familiar with lawsuits commonly filed within the hospitality
sector and want to help best protect your legal rights.”

NEW AFRICA/SHUTTERSTOCK.COM
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Club Blue

AAHOA
Industry
Partners
Share Their
Perspectives
on Guest
Satisfaction

What'’s your
philosophy
on guest
satisfaction?

Steven Werner, Vice President, Account Management, Avendra:
Avendra’s philosophy on guest satisfaction is simple. We focus on ensuring
the supply chain is optimized so our customers can focus on their guests’ satisfac-
tion. We negotiate the contracts and vet the suppliers and manage procurement challenges
throughout the entire supply chain, so our customers can use that time and those resources
for exceeding guest expectations.

Kaycee Strewler, MS, Senior Technical Brian Venable,
Account Specialist, RD&E, Ecolab: National Director for
Ecolab understands the impact guest satisfaction has on the vital- Content Distribution &
ity of a business, especially in the hospitality industry where a single- Partnership Management,

percentage-point improvement in guest satisfaction results in increased WarnerMedia:
revenue. Ecolab prioritizes science-based expertise, innovation, and partnership HBO has always put quality content first
§ to help customersimprove guest satisfaction. We do this by providing robust and when it comes to the hotel market. We believe
S holistic hygiene and infection-prevention programs that evolve in lockstep with premium, award-winning entertainment will
& changing guest expectations. Our longstanding partnerships with customers and always elevate the in-room experience with
% industry associations help inform the development of programs and solutions the best hit movies and original series that
§ that are well positioned to meet guest expectations and drive industry growth. guests can consistently count on. With eas-
= ily accessible entertainment options for all
% guests, HBO is the perfect in-room amenity

for any hotel property.
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How has
COVID-19
impacted the
ways hoteliers
deliver great

guest satisfaction?

L
J‘ } Werner:

} Thereisnodoubtthat

i COVID-19 has caused an

enormous changein guest

behaviors and expectations.

Regarding the next steps during the
recovery period, there is obviously a
heightened sense of safe food-han-
dling practices and cleanliness, and
properties will need to modify their
operations to adjust to new regula-
tions, brand standards, and guest
concerns. Hoteliers also are starting
to reimagine the guest experience,
particularly with guestrooms, and
consider changes such as removing
magazines and notepads because
they could be viewed as something
additionalin the room that could carry
the virus. We also expect amenity kit
offerings will continue to include
PPE items such as masks, disposable
wipes, and hand sanitizer. Operators
must make it clear to guests that they
are providing a safe and comfortable
environment. In this new normal and
after the pandemic ends, the supply
chain will continue to support these
changing needs.

Strewler:

@ 10-MINUTE READING TIME

Strewler:

While cleanliness has always been a top driver for guest satisfac-
tion - with overall cleanliness of a room and cleanliness of a bathroom
coming in at numbers one and two - COVID-19 has changed guest (and
employee) expectations, how cleanliness is defined, and ultimately, the way in which
hoteliers deliver guest satisfaction.

In response to COVID-19, guests expect hotels to have enhanced safety procedures
and protocols, driving a shift to focus even more on cleaning for hygiene. Hotel
environments not only need to look clean, but they need to be properly sanitized or
disinfected as well. Guest expectations have driven hoteliers to consider the impor-
tance of demonstrating clean. Many have opted to highlight their enhanced cleaning
procedures, making previously invisible hygiene efforts more obvious and visible.
They’ve added additional amenities for guest use, such as hand sanitizer stations and
disinfecting wipes in high-traffic areas to promote a culture of hygiene.

In addition to demonstrating clean, hoteliers are focused on communicating their
additional efforts to provide clean, hospitable spaces. This is being done through
on-site signage, social media channels, email blasts, and even consistent messaging
delivered directly to guests by the employees. All of this messaging is meant to reas-
sure guests and help drive guest satisfaction.

Venable:

With limited or restricted property amenities, the need for an
exceptionalin-room experience is more critical than ever for hoteliers
and their guests during a pandemic. As part of an effort to support
the hotelindustry, HBO pledged an unwavering commitment to provide
the best in-room entertainment available and property rebates to offset the cost
of HBO while we’re on the road to recovery. HBO Property Rebates can be found at
www.HBOBulk.com.

Werner:
Firstly, overall, | would like to believe the
industry has learned that the need to con-
tinually evaluate and optimize all aspects
of the hospitality supply chain for supply
chain assurance has never been more appar-
ent. For hotel operators, it should remain at the top
of the list. It always was for us, and this year has just
reinforced it even more. Secondly, the ability to react
quickly to evolving circumstances is critical. Thirdly,
having a well-trained and well-led team is incredibly
important, especially during challenging times.

What did
2020 teach
you and/
or your

Ecolab has always understood the value of hygienic
environments and robust infection prevention programs.
For me personally, this pandemic reinforced the importance of

Venable:
Theyear2020 hasincreased our respon-

the work we do every day in support of our customers and the hospi-
tality industry, whether through on-site or virtual training, procedure
development, or strategies to optimize operations during uncertain
times. The year 2020 has taught me the importance of going back to
the basics - ensuring that our customers understand the difference
between cleaning, sanitizing and disinfecting, how to read product
labels, and the significance of contact times. All of these go a long
way in promoting hygienic environments.

sibility to actively listen to our customers,
their guests, and our distributor partners
throughout the industry. Under these chal-
lenging circumstances, we have become more
resourcefulthan ever and continue to make our customers and
hospitality partners our main priority. We must be creative and
effective in offering support where possible and continue to
adapt to the evolving challenges that affect us all.
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What's one
thing hoteliers
can do right
now to improve
their business?

Strewler: One thing hote-
liers can do right now is
to not only demonstrate
but also communicate the
enhancements they’ve made
to their hygiene and infection-pre-
vention programs. We know cleanli-
ness drives guest satisfaction and
increased visibility into these proto-
colsisoneway they can help improve
their business and manage through
this COVID-19 era. Additionally, part-
nering with companies that can pro-
vide not only innovative solutions
and personalized service but also
ongoing consultative support and
expertise will serve them well.
Anticipating the importance of
cleanliness and hygiene today and
into the future, we developed Ecolab
Science Certified™ - a comprehen-
sive program that helps businesses
deliver a higher level of cleanliness
through science-based products and
protocols, training, and audit verifi-
cation. Additionally, businesses can
earn and display the Ecolab Science
Certified seal digitally and onsite to
serve as a visible sign of their com-
mitment to advancing cleaner, safer
practices.

Werner:

One thing hotel
operators can do
right now is to take
anin-depth look at their
purchasing strategies. They should
be evaluating their purchasing
practices and identifying specific
opportunities across their portfolio,

s knowing what their properties are

ordering and their margins, limit-
ing delivery times and frequency,
and centralizing purchasing when
possible. Now is an ideal time to
work with a procurement service
provider who can help them lower
their purchasing costs and ensure
their supply chain is fully optimized
so they can get back to business
safely and efficiently.

Venable: Maintain
a positive outlook
and invest in the
future. This pandemic

affects us all both per-
sonally and professionally. Working
together to reach our common goals
and investing in technology for our
customers is key. Innovative tech-
nology will not only enhance the
guest experience, but it will make
us stronger, more guest-focused,
and sustainable on the road that
lies ahead. |

AA

They should be
evaluating their
purchasing practices

and identifying specific opportunities
across their portfolio, knowing what their
properties are ordering and their margins,
limiting delivery times and frequency, and
centralizing purchasing when possible.”
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Steven Werner has more than 25
years of experience within the
hospitality industry, serving in
various roles, including Supply
Chain Management and F&B/
OSE Purchasing and Consulting.

In his role as Vice President, Account Management
at Avendra, Werner is responsible for managing
a large group of clients with a team of account
managers focused on helping clients improve
their bottom-line and deliver high guest
satisfaction. Avendra, an AAHOA Club Blue
Partner, is North America’s leading hospitality
procurement services provider offering supply
chain management solutions that are tailored to
a client’s business strategies and needs. www.

avendra.com/aahoa/

Kaycee Strewler, a senior
technical account specialist in
the RD&E function, has been
with Ecolab just shy of five years.
She serves as a technical

resource for global hospitality
and foodservice customers and has taken a
primary role in consulting on product and
procedure recommendations related to COVID-19.
She has a Bachelor of Science in Biology and
Environmental Science, a Master of Science in
Natural Resource Sciences, and has held various
roles at Ecolab in Regulatory and RD&E.

Brian Venable is National
Director of Content Distribution
overseeing Lodging Sales and
Marketing at WarnerMedia.
Based in Atlanta, GA, Mr.
Venable’s responsibilities

include promoting and selling HBO, CNN, and
Turner programming to the lodging and
multifamily industries for both linear and
streaming services. He joined HBO in 1997 working
in HBO’s finance department and since then has
held various positions in finance, sales and
marketing. Brian earned a bachelor’s degree from
Wingate University in Wingate, NC. He is active in
many industry organizations such as AAHOA, the
American Hotel & Lodging Association (AHLA),
and is a voting member of the Academy of
Television Arts & Sciences.
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@2.5-MINUTE READING TIME

AAHOA MEMBERS IN ACTION

Randy Woodcock of United Way of Central New Mexico accepted a proceeds check from
Regional Director Imesh Vaidya and Ambassadors after the 2020 Southwest Region Charity
Golf Tournament. The event raised $46,000 for the Pediatric Cancer Research Foundation,
United Way of Central New Mexico, and RoadRunner Food Bank of Albuquerque.

-

AAHOA Member Babu Patel joined others in raising $114,000 to benefit The Campaign for
Children’s of Mississippi.
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AAHOA CLUB BLUE, PLATINUM & SILVER MEMBERS

The following companies provide generous ongoing support to AAHOA and its members. A heartfelt and sincere
thank you is extended to every one of our vendor partners for their contributions to AAHOA and the industry at
large. When searching for a provider, consider doing business with the following members.

AAHQOA CLUB BLUE MEMBERS

ELAR AT M
e AVENDRA. Hw
forPeople Home Box Office .
ADP, Inc. Michelle Mahoney: (347) 610-1081 .
Thomas Bell: (973) 510-0196 Avendra WorldClaim
Mara Radis: (301) 825-0311 Lowes Russell Heath: (518) 456-8523
ﬂ-"‘_._m,‘_ PROS
AutoClerk, Inc. EH‘A‘EE o L ’s ProServi ' A
Mohammed Hansia: Chase h owe's Froservices Toretall
(925) 284-1005 Faheem Khan: (800) 727-1872 Anthony Ruiz: (980) 287-6808 Zonetail
syt United Health Group (416) 583-3773 x228
Ecolab, Inc. Kimberlee VanderVoorn:

AAFIOA

Michael Pfister: (317) 250-5189

(800) 328-5979

AAHOA PLATINUM MEMBERS

Aicina

Amana PTAC
Byron Cortez: (800) 647-2982

BV | Best Western

Best Western Hotels & Resorts
Michelle Zajac: (800) 847-2429

G6 Hospitality Franchising, LLC
Mike McGeehan: (972) 360-9000

International WELL Building
Institute
Peter Scialla: (212) 464-8907

ReuRoof

Red Roof Inn
Matt Hostetler: (713) 576-7426

(% CHOICE

Choice Hotels International
Tim Shuy: (301) 592-5000

GE Appliances
Amy Kaiser: (502) 452-3073

A\arriott

INTERMATIGMAL
Marriott International
Christie Patterson:
(301) 380-3200

COAEORETI BN
RLH Corporation
Harry Sladich: (866) 437-4878

<

Diversey
Deniz Alpaslan: (980) 221-3235

guestsupply

Guest Supply -
A Sysco Company
Justin Haggart: (732) 868-2331

|
onity
Onity, Inc.
Mark Lewitt: (800) 248-6189

A Stay
Bel AMERICA
Extended Stay America
Linda Trexler: (980) 345-1600

Hilton

Hilton
Bill Fortier: (703) 883-1000

OoYO

OYO Rooms & Technology, LLC
Neha Hridaya: +91 (700) 363-7401

il e | H
TV Asia
Pradeep Hegde:

(732) 650-1100 x26

@BMBS

Focus Brands
Rani Bhatt: (404) 978-4829

IH ® InterContinental
Hotels Group
InterContinental Hotels Group
Karen Rogow: (770) 604-5379
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4. RADISSON

HOTEL GROUP

Radisson Hotel Group
Phil Hugh: (800) 336-3301

WYNDHAM

HEATELE & MEBANTE

Wyndham Hotels & Resorts
Kevin Brickner: (973) 753-7158
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Pt
AAFIOA
S ACCESSPQINT
Access Point Financial
Rhonda Loerzel: (404) 382-9592

#FERGUSON

Ferguson
Brian Winterble: (954) 597-3163

A

AcculLock, Inc.
Dan Brown: (866) 222-8562

FOLIOT

FURANITURE
Foliot Furniture
Mahesh Parekh: (702) 278-7380

alvi
Alvi Satellites
Prashant Ajmera: (678) 466-7868

2\ Air

Fresh Air
Matt Hanson: (603) 643-7181

AMERICAN
EXPRESS

American Express
Merchant Services:
(800) 528-5200

w FRIEDRICH

Friedrich Air Conditioning
Company
Dave McDonald: (210) 546-0500

& Gallagher Perks

Gallagher Affinity
Jennifer Parker: (703) 461-5200

GQMSW

Atlas Concorde
Michael Sautner: (615) 661-7200

GHE FiBE B ALY

Chaup

GreenTree Hospitality Group
Scott Pokorny: (952) 240-8181

INFINITIHR
Daniel Mormino: (623) 455-6234

Just In Time Communications
Justin Jones: (855) 565-1432

PMC Commercial Trust
Kristi Lewis-Hodge:
(972) 349-3200

Macrotech

Macrotech
Dipak Patel: (650) 376-2163

B onenanc

Prem Sales
Deepak Panchmia:
(806) 745-6651

Marcus & Millichap
Alexis Hummel: (630) 570-2225

Rinnai
Rinnai
Dipesh Parekh: (800) 621-9419

ShawContract®

hospitality

Shaw Hospitality
Robert Stuckey: (888) 448-7878

22 MassMutual
Mass Mutual
Ana Lucia Divins: (800) 835-8612

our ink and bener sperialists
Coast to Coast Computer
Products, Inc.
Kyle Kurtz: (800) 231-4553

groupss6o

Groups360
Tim Floors: (615) 972-5519

MVM

TECHNOLOGY

MVM Technology, LLC
Michele Blanton: (800) 596-5080

SHA L

Showtime Networks, Inc.
Doug Markott: (770) 698-6937

COX

BUSIMESS

Cox Business
Alea Riley: (404) 269-3057

- SUPPLY

HD Supply Facilities
Maintenance
Stratton Michaels: (800) 431-3000

°
é_) myDigitalOffice
myDigitalOffice
Matt Curry: (270) 993-1197

Serha

s

Simmons Hospitality Bedding
Andrea Hochworter:
(770) 353-0122

Curve Hospitality
Sargent Khan: (713) 819-7296

“= DIRECTV

= HOSPTALITY
DIRECTV, Inc.

Jeff Fox: (310) 560-0323

E3Pro

The Home Depot Pro
Susan Wright:
(866) 412-6726 x105540

eA

My Place Hotels of America
Terry Kline: (605) 229-8684

Spectrum»
ENTERPRISE

Spectrum Enterprise Solutions
David A. Fitts: (212) 379-5826

d:sh

business

DISH Business
Tyler Floyd: (303) 723-1854

@I iompitaliiy]

Hospitalityl
Dhar Patel: (714) 473-9813

oconnor
Srreanm—

0’Connor & Associates
Andrew Choy: (713) 375-4224

it R Temam

State Bank of Texas
Sand Patel: (678) 520-7263

HYALT
Hyatt Hotels Corporation
Jim Tierney: (617) 803-4489

P&G Professional
Rohan Varty: (609) 933-2925

—
ot
Universal Financial
Consultants
Vincent Munno: (727) 669-0109

USA Digital, Inc.
Aaron Gomez: (909) 200-5445
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JLI0IN

i - 100% WATERPROOF -
LUKURY VINYL PLANK

e

PREFERRED VALUE MANUFACTURER OF HOSPITALITY
FLOORING FOR DVER 33 YEARS

FREE SAMPLES: CALL US AT I-800-225-2348 OR AT >
OUR WEBSITE: WWW .KINSLEYCARPETS.COM

g e .
\ 0l

- HIGH VALUE -

= GUEST ROOM CARPET

i -

KINSLEY CARPET MILLS UNDERSTANDS THE IMPORTANCE OF

AFFORDABLE AND RELIABLE FLOORING.

JOIN THE 757+ HOTELS THAT HAVE LIPGRADED THEIR FLODR- A A I |O /\
T

ING WITH KINSLEY CARPET MILLS IN 2018. =/ \l 1

ASIAN AMERICAN HOTEL OWNERS ASSOCIATION

AAHOA MEMBERS RECEIVE AN EXCLUSIVE DISCOUNT! CHE A

TIME TO REPLACE? VISIT US AT WWW.KINSLEYCARPETS.COM OR CALL 1-800-225-2348.
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5 Years

Warranty -

7 Easy
L Financing ¥

~

5000+ HOTELS-MOTELS WORLD-WIDE TRUST

MATRIX COMMUNICATION & SECURITY
SOLUTIONS FOR EFFICIENT FUNCTIONING

« Hospitality IP Phone

System
« Time-Attendance and %

Access Control
« HD IP Security-Camera
System

) Call: 1-(800)-283-0539
M AT Fax: (888) 717-7472

TELECOM | SECURITY sales@matrixhotelpbx.com
www.matrixhotelpbx.com

OUR SAFES HAVE BEE STALLED IN THESE HOTELS.
HILTON DAYTONA BEACH, FL HYA'ITMCC?RMICK PLACE ~ MARRIOTT BUFFALO, NY

HLTON EASTBRUNSWICK, Ny~ CHICAGO.IL MARRIOTT LOS ANGELES, CA
HLTON HARTFORD, CT HYATTRESORT& SPAGUAM 1 poio 7T RIVERSIDE, CA
HLTON TORONTO, ON HYATTROSEMONT, L MARRIOTT NORTH
HYATT VINEYARD CREEK, A CHARLESTON, SC
800-545-4947

FRANCHISE
LITIGATION

negotiating franchise agreements
and liquidated damages settlements.

PUS)A

PATEL & ASSOCIATES

Mahesh I. Patel

Patel & Associates, Attorneys at Law
Phone: 972-643-1813

Fax: 972-231-0104

Email: mpatel@patellaw.net

FORMERLY

HOTEL VANITIES

VYANITIES

IRTERHATIONAL
IS TERSATRINAL

SINCE 1999,

GLOBAL LEADER

IN HOSPITALITY
PRODUCTS

Vanity Tops & Bases
Shower Surrounds & Pans

Granite & Quartz
Domestic & Import Options

Visit our website to download our Catalog
vanitiesinternational.com

888-457-7465
sales@VanitiesInt.com

BATHTUBS RESTORED

Don’t Let Amateurs and “Fly-By-Nights” Ruin Your Bathtubs!
Unique Refinishers is the nation’s oldest and largest bathtub repair,
reglazing and restoration company. You can be assured of the highest

quality workmanship and materials. Coast to Coast.

(R

— | UNIQUE"®
REFINISHERS, INC.

Nationwide 1-800-332-0048
Atlanta 770-945-0072

www.uniquerefinishers.com

We specialize in fiberglass Bathtub & Jacuzzi Repairs

Resistant
Bottoms
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—o
A law firm focusing in all
matters hospitality and franchise.

ATTORNEYS AT LAW

* Real Estate Transactions

+ Liguidated Damage » Employment Litigation
Settlements * Corporate Restructuring

bk N T + Dispute Resolution » Wills, Trusts & Estate Planning

i e + Franchise Agreement » Contract Review & Drafting

; 73.033.2418 Negotiation Franchise Negotiations
o sakzmarig com : g ) '
P i Franchise Registration

v saltamanlivwgroup.oom

Contact us for a
frea consultation.

CALL TODAY (760) DPA-0007
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AAFHOA

ASIAN AMERICAN HOTEL OWNERS ASSOCIATION

THE ROAD |
TO RECOVERY %

RUNS THROUGH AAHOA

THE FOREMOST RESOURCE
AND ADVOCATE FOR
AMERICA'S HOTEL OWNERS

AMERICA'S LEADING ORGANIZATION FOR HOTEL OWNERS

Nearly 20,000 hotel owners rely on AAHOA for the critical information they need to
navigate the current landscape and protect their investments. It's during unpredictable
times that the power of an association really shines through - letting every one of our

members realize that because of AAHOA, they never have to go it alone.

ADVOCACY

AAHOA advocates on
behalf of hoteliers at the
federal, state, and local
levels, and represents the
voice of franchisees with
their brands. Thanks to
our members' efforts, the
AAHOA PAC supports a
diverse group of elected
officials and candidates

who prioritize the needs of

small-business owners.

& EDUCATION

AAHOA provides the
resources hoteliers need
to stay ahead regardless of
were they're at in their
career. This includes
certificate programs,
hundreds of on-demand
educational webcasts, and
many other professional
development programs.

EVENTS

You can't find more events
for hoteliers anywhere
else - AAHOA hosts events
across the country to
bring hoteliers and vendor
partners together to learn
from one another and
grow their professional
networks.

JOIN TODAY AT AAHOA.COM

@® RESOURCES

With exclusive discounts
from AAHOA's Vendor
Partners, industry
resources, exclusive
partnerships, and more,
AAHOA is able to provide
the critical information
and resources hoteliers
need to protect your
investments.
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with AAHOA!

Read the latest association news and industry
articles through Today’s Hotelier website.

todayshotelier.com

Today's Hotelier website is an effective way to for you to stay informed with AAHOA throughout
the year. Don't miss out on any industry news and updates by viewing archive features and
articles at your leisure.

NAYLOR? AABOA

Ix7T a1
ASSOCIATION SOLUTIONS ASIAN AMERICAN HOTEL OWNERS ASSOCIATION
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